This study investigates the relationships between selected marketing mix elements in the creation of brand equity at Samsung Company-Sudan. In order to achieve the research objectives and to test its hypotheses data was collected by deploying questionnaire for 368 Samsung customers in Sudan. The research results reveal that marketing efforts have a significant effect on perceived quality and brand loyalty; whereas marketing activities have partial significant effect on brand image and brand awareness. The test results also show that all the marketing-mix efforts except advertising spending affect the overall value of brand equity.
H2. 4 Thus, a greater amount of advertising is related positively to brand image, which leads to greater brand equity. In addition, according to an extended hierarchy of effects model, advertising is positively related to brand loyalty because it reinforces brand-related associations and attitudes toward the brand (Shimp 1997) .
Distribution:
Distribution is intensive when products are placed in a large number of stores to cover the market. Distribution simply means delivering the desired product of the customer to the desired location in the desired time (Alvdary, 2005) . Channels are synchronized groups of individuals or companies that with their tasks increase the desirability of goods and services. Marketing channels should consider the properties and present conditions in the market and should predict selling in the future and should have the flexibility and the ability of opposition against the changes (Aghaie et al., 2014). To enhance a product's image and get substantial retailer support, firms tend to distribute exclusively or selectively rather than intensively. It has also been argued that certain types of distribution fit certain types of products (Yoo et al., 2000) . Consumers will be more satisfied, however, when a product is available in a greater number of stores because they will be offered the product where and when they want it (Ferris, Oliver, and de Kluyver 1989; Smith 1992). When distribution intensity increases consumers have more time and place utility and perceive more value for the product. The increased value results mostly from the reduction of the sacrifices the consumer must make to acquire the product loyalty (Yoo et al., 2000) . Such increased value leads to enhance brand image, greater consumer satisfaction and brand loyalty and consequently, greater brand equity.
Word of mouth:
WOM defined as oral, person-to-person communication between a receiver and a communicator whom the receiver perceives as non-commercial, regarding a brand, product or service (Bolfing, 1989) . WOM is a process of personal influence, in which interpersonal communications between a sender and a receiver can alter the receiver's behaviour or attitudes (Merton, 1968 Samsung's brand equity is the extra value embedded in its name, as perceived by the consumer, compared with an otherwise equal product without the name. The difference in consumer choice between these two products can be assessed by measuring the intention to buy or a preference for the focal brand in comparison with the no-name counterpart. According to Aaker (1991) , brand equity is a multidimensional concept. It consists of brand loyalty, brand awareness, perceived quality, brand association, and other proprietary brand assets. Keller (1993) suggested brand knowledge, comprising brand awareness and brand image. Perceived quality has been defined as consumer's subjective judgment about a product's overall excellence or superiority. Brand loyalty is a deeply held commitment to re-buy a preferred product or service consistently in the future. Loyal customers have been found to show more favourable response to a brand than nonloyal customers. Brand image has been defined as anything linked in the memory of the consumers to a brand, while brand awareness has been defined as accessibility of the brand in the customer's memory (Chattopadhyay, Shivani and Krishnan, 2008). Brand awareness along with strong brand association forms a strong brand image. Brand association, which results in high brand awareness, is positively related to brand equity as it can be a signal of quality and may thus help the buyer consider the brand at the point of purchase (Chattopadhyay, Shivani and Krishnan, 2010). Feldwick (2006) has identified three different approaches to brand equity: (1) brand value (the total value of the brand as a company's intangible asset -financial approach), (2) brand strength (the strength of consumer commitment to a particular brand -behavioristic approach) and (3) brand description (associations and beliefs consumers have about particular brands -cognitive approach). Brand strength and brand description are customer-based aspects of brand equity, whereas brand value is a financial aspect of brand equity.
Brand awareness:
According to Keller (2009) , brand awareness refers to the customer's ability to recognize and/or recall a brand under different conditions. Aaker (1991) defined brand awareness as the ability of potential customer to recognize and remember that a brand is a member of a special product category. The contribution of brand awareness to brand equity lies in the strength of the brand's presence in the customer's mind (Balaji 2011) , as strong brand presence can positively influence customers' future brand decisions (Kim et al. 2008 ). The role of brand awareness on brand equity depends on the level of awareness which has been achieved. At higher levels of awareness, the probability of increase in considering the brand and the impact on consumer purchase decisions is greater (Rundle and Bennett, 2001) Perceived quality: Perceived quality is described as a customer's perception of the overall superiority of a brand with respect to its intended purpose, and relative to alternative brands (Hsu et al. 2012 ). Perceived quality can be defined as "consumer's perception of the overall quality or superiority of a product or service compared to other options (Zeithmal, 1988) . According to Balaji (2011) , a brand with high quality perceptions tends to benefit from higher customer preferences, repurchase intentions and equity. Perceived quality therefore adds to brand equity, in that it provides value to customers and presents them with more reasons to buy (Al-Hawari 2011).
Brand loyalty:
Oliver (1997) defines brand loyalty as "a deeply held commitment to rebuy or repatronize a preferred product or service consistently in the future, despite situational influences and marketing efforts having the potential to cause switching behavior" (p. 392). Aaker (1991) defines the brand loyalty as the interest of consumers to a particular brand. There are three different approaches in this subject area including the approach of behavioral loyalty, i.e. repetition of purchase, attitude loyalty approach i.e. an intention for purchase and commitment to brand, and the third one is a mixture of both of them (Bowen and Chen ,2007) . Firms are often interested in increasing loyalty levels because it offers significant benefits such as reduction of marketing costs (Aaker, 1991) , more opportunities for brand extensions and a potential increase in market shares (Buzzell et al., 1975; Buzzell and Gale, 1987) . Moreover, increased levels of loyalty may lead to more favorable word of mouth, greater resistance among loyal consumers to competitive strategies (Dick and Basu, 1994 ) and lower levels of price sensitivity among consumers (Keller, 1993; Reichheld, 1996, Rundle-Thiele and Mackay, 2001) . Loyalty is an important concept in marketing strategy and according to Aaker (1991) brand loyalty is the core concept of brand equity. Loyal consumers show more favorable responses to a brand than nonloyal or switching consumers do (Grover and Srinivasan 1992) . Brand loyalty makes consumers purchase a brand routinely and resist switching to another brand. Hence, to the extent that consumers are loyal to the brand, brand equity will increase (Yoo et al., 2000) . In general, it must be said that the high number of loyal customers is an asset to an organization and they have been identified as important determinants of brand equity (Aghaie et al. 2014). Brand Image: Aaker (1991) defines brand image as "a set of [brand] associations, usually in some meaningful way" and brand associations as "anything linked in memory to a brand" (p. 109). Brand image is the set of characteristics of a brand that comes into a consumer's mind when recalling a brand. Keller (1998) defines brand image as "perceptions about a brand as reflected by the brand associations held in consumer memory". Brand associations along with brand image shape together the total meaning or the consumer's perception of the brand (Keller K., 1998 The education attained by majority respondents was bachelor degree which accounted for (65.2%). The occupation of respondents showed that 53% were students followed by company employees with monthly income more than 2,000 SD that accounted for 20.7%.
Reliability:
Cronbach's alpha has been estimated for each variable. As shown in table 1 most of the variables are about 0.70, or more, except of advertising spending is .21, so will be excluded and not be taken into the further analysis. Multiple regression analysis and hypotheses testing:
Analysis of Marketing efforts Influence on the Dimensions of Brand Equity:
In order to test the relationship between the marketing mix elements and the brand equity dimensions multiple regressions was used to test the hypothesis. Table 2 summarized the results of the relationships between the total marketing efforts variables (price, product, WOM, distribution intensity, and staff service) and the customer-based brand equity dimensions (perceived quality, brand awareness, brand image, and brand loyalty) for the first five Hypotheses: H1, H2, H3 and H4 and H5. H1: The relationship between perceived quality and the marketing efforts, adjusted R2 was .35 (35%). For the marketing efforts product features (H11), price (H12) WOM (H14), and staff service (H15), have a positive significant effect on perceived quality. However, distribution intensity (H13), has a significant negative relation to perceived quality. Therefore, hypothesis of H1 was supported. H2: The relationship between brand awareness and the marketing efforts, adjusted R2 was .094 (9%). The results showed that only the product features(H21) and distribution intensity (H23) have a significant effect, while the price (H22), word of mouth (H24) and staff services (H25) effect were not significant. However, word of mouth (H24) negatively related to brand awareness. Therefore, H2 was partially supported. H3: The relationship between brand image and the marketing efforts, adjusted R2 was .38 (38%). The results revealed that product (H31), price (H32) ,WOM (H34), have significant influence on brand image, while distribution intensity (H33), and : Staff service (H35) influence was not significant. Therefore, H3 was partially supported, H4: The relationship between brand loyalty and the marketing efforts, adjusted R2 was .27 (27%). The findings revealed that all the marketing effort variables (H41, H42, H44 and H45) have a significant positive influence with band loyalty except of the distribution intensity (H43) which negatively related to brand loyalty. Therefore, H4 was supported. H5: The direct relationship between the marketing efforts and the overall brand equity, adjusted R2 was .39 (39%). The results showed that all marketing efforts elements (H51, H52, H54, and H55) have a significant effect on brand equity. However, Distribution Intensity (H53) have a negative effects on brand loyalty. Thus H5 was supported. 
2.Analysis of the relationship between brand equity and dimensions of brand equity
In this section we will use multiple regressions to measures the impact of brand equity dimensions on overall brand equity ( H6, H7, H8 and H9). As it can be seen from Table 3 , two dimensions of brand equity have significant (p-value <05), positive effect on consumer based brand equity which are perceived quality (β= .122, p=.003) and brand loyalty (β= .698, p=.000) while brand awareness has a negative non significant relation with brand equity (β= -.032, p=323), and brand image has a positively non significant affect on brand equity (β= .065, p=080). Thus H6 and H9 are supported but H7 and H8 are rejected. Moreover, according to regression coefficient (beta), brand loyalty is at the first place of importance for dimensions of brand equity, and then come perceived quality. 
Discussion and conclusion:
The research results indicate that different marketing mix elements impact the creation of brand equity dimensions with different levels of intensity, as well as that some elements of marketing mix can negatively affect the creation of brand equity dimensions. Also, the results reveal that there is a significant positive effect between perceived quality, brand loyalty and overall brand equity. The positive effects of the two dimensions (perceived quality & brand loyalty) of brand equity on the overall value of brand equity are found in crosscultural study of America and Korea (Yoo & Donthu, 2002) . According to Yoo, Donthu and Lee's (2000) brand equity creation model was expanded and tested in the Indian context. It was found that not all parameters affecting brand equity in the US have a significant impact in India. For example, advertisement is not a very successful builder of brand equity in the Indian context which is harmonious with this study, while price level has no effect on brand equity for such consumers which is discordant with this study.
The research results lead us to the conclusion that managers who are engaged in strategic brand management may use firstly, the product features level as an instrument for improving the perceived quality, brand awareness, brand image, brand loyalty and overall brand equity. Secondly, the price level as an instrument for improving the perceived quality, brand image, brand loyalty and overall brand equity. Thirdly, distribution intensity level as an instrument for improving the perceived quality, brand awareness, brand loyalty and overall brand equity. Fourthly, word of mouth level as an instrument for improving the perceived quality, brand image, brand loyalty and overall brand equity. Fifthly, staff service level as an instrument for improving the perceived quality, brand loyalty and overall brand equity. Finally, managers also can use perceived quality and brand loyalty to improve brand equity.
